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Abstract 
The study aims to determine contributing factors to customer loyalty towards telecommunication service 
provider in Malaysia. Data were collected from 185 telecommunication users among university students 
using self-administered questionnaire. The findings indicated  that there  is  a  positive  relationship  
between  switching  cost,  trust,  corporate image  and perceived  service quality with customer  loyalty. 
Perceived service quality was found to be the most critical factor in affecting users’ customer loyalty. 
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1. Introduction 
In the telecommunication industry, the main condition to protect subscriber base is to win customer 
loyalty, a key necessity for the long term maintenance of the brand’s life [1]. Gerpot et al. [2] believed 
that customer long-term relationship with a service provider is of greater importance to the success of a 
company in a challenging and competitive market. Loyal customers build businesses by buying more, 
paying premium prices, and providing new referrals through positive word of mouth over time [3]. 
According to Serkan and Gorhan [1], corporate image, switching cost, trust and service quality have 
significant effect on customer loyalty. Therefore, the purpose of this study is to determine the potential 
antecedents of customer loyalty towards telecommunication service provider in Malaysia. 
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2. Literature Review 
2.1. Customer loyalty 
 Customer loyalty is a key component for a brand’s long-term viability [4, 20]. It helps a company face 
many uncertainty problems in an intense competitive market. Oliver [5] defines customer loyalty as a deep 
held commitment to repeat patronage from a preferred product/service consistently in the future, thereby 
causing repetitive same-brand or same brand-set purchasing, despite situational influences and marketing 
efforts that may potentially cause switching behaviour. Customer loyalty has been found to be the key 
mediating variable in explaining customer retention, which is the likelihood of a customer returning, 
making business referrals, providing strong word-of-mouth, as well as providing references and publicity 
[6,7].  
 According to Uncles et al. [8], customer loyalty can be categorized as (a) attitudinal-loyalty to the 
brand whereby customers have a favourable set of stated belief towards the brand purchased, (b) 
behavioural-loyalty to the brand where loyalty to a certain brand is defined mainly with reference to the 
pattern of past purchases, and (c) co-determinants of buying brand where loyalty is moderated by 
contingency variables such as individual’s current circumstances, their characteristics, and/or the 
purchasing situation faced. In this study, the concept of customer loyalty is based on both user’s 
attitudinal-loyalty and behavioural-loyalty to the telecommunication service provider. 
2.2. Framework measuring customer loyalty in telecommunication market 
 According to Serkan and Gorhan [1], there are four dimensions that influence customer loyalty in 
choosing desired telecommunication service providers. These dimensions are corporate image, perceived 
service quality, trust and switching cost.  
 Corporate image is described as the overall impression made on the minds of public about a firm which 
is related to physical and behavioural attributes of the firm [9]. It is a result of an aggregation process 
which incorporates with diverse information used by consumers to form perception of a firm. A good 
corporate image has been found to help establish and maintain loyal relationship with customers [10] and 
influence repeat patronage [11]. 
 Meanwhile, perceived service quality refers to the degree of discrepancy between customer’s 
normative expectations for the service and their perception of service’s performance [12]. According to 
Fornell [13], high service quality leads to high level of customer retention which can constitute for 
profitability. It has been found that perceived service quality is positively related to repurchase intention, 
recommendation, and resistance to attractive and better alternatives [14,15]. 
 According to Anderson and Narus [16], trust is a belief to another party’s word or promise because the 
party is considered as integral, honest, truthful, and able to perform actions that will result in positive 
outcomes or prevent actions that will end in negative results. A customer who trusts a certain brand is 
likely to form positive buying retention towards the brand [17]. 
 Switching cost, on the other hand, is the costs associated with switching from one service provider to 
another which will not incur if a customer stays with the current service provider [18]. Increase in 
switching cost would result in higher risk and burden on the customer [15,19]. 
 Serkan and Gorhan [1] found that these four factors, not only directly influence customer loyalty, but 
also interact with each others in influencing the customer loyalty in the telecommunication industry. The 
framework measuring customer loyalty in telecommunication industry is depicted in Figure 2.1. 
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Figure 2.1: Framework Measuring Customer Loyalty Towards Telecommunication Service Provider [1] 
3. Methodology 
 Data were collected from 185 telecommunication users among university students. A set of 
questionnaire developed by Serkan and Gorhan [1] was employed in collecting the data. In order to 
identify factors that constitute to customer loyalty, respondents were asked to indicate their agreement for 
each statement asked based on a 5-point Likert scale ranging from 1 = strongly disagree to 5 =  strongly 
agree. Multiple regression analysis was performed in analyzing the contributing factors of customer 
loyalty. 
4. Findings 
 Results of multiple regression analysis indicated that corporate image, perceived service quality, trust 
and switching cost jointly explained 77 percent to the variance in customer loyalty. In addition, a 
significant value of 0.000 suggested that the regression model for this study is statistically significant (see 
Table 4.1).   
5.  
6.  
7.  
 
The results as shown in Table 4.2 revealed that the four contributing factors are significantly and 
positively related to consumer loyalty. The beta value indicates that perceived service quality is the most 
critical factor influencing customer loyalty. This is followed by corporate image and trust. The least 
contributing factor to customer loyalty is switching cost.  
 
Corporate 
Image
Perceived 
Service Quality
Trust Customer 
Loyalty
Switching Cost 
 Table 4.1: Multiple Regression Model Summary   
R R2 Adjusted R2 Std. Error of the 
Estimate 
Sig. 
0.887 0.770 0.765 0.448 0.000* 
      * Significant at p<0.05 
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Table 4.2: Relationship Between the Contributing Factors and Customer Loyalty 
Model Unstandardized 
Coefficients 
Standardized 
Coefficients 
t Sig 
B Std Error Beta 
(Constant)   - 0.918 0.201  - 4.576 0.000 
Switching Cost   0.131 0.054 0.098 2.449 0.015 
Trust   0.173 0.071 0.161 2.441 0.016 
Corporate Image   0.341 0.081 0.276 4.231 0.000 
Perceived Service Quality   0.603 0.096 0.446 6.295 0.000 
* Significant at p<0.05 
5. Conclusion 
Based on the findings of this study, it is concluded that corporate image, perceived service quality, 
trust and switching cost are positively related to customer loyalty towards telecommunication service 
provider in Malaysia. As a matter of fact, perceived service quality was found to be the most critical 
contributing factor to customer loyalty, followed by corporate image, trust and switching cost. This means 
that customers’ judgment about the overall excellent services of the telecommunication service provider 
will increase their commitment to repeat patronage to a preferred service provider in the future. 
Furthermore, favourable corporate image can influence the repeat patronage of customer and thus 
constitute to customer loyalty. In addition, customers’ trust towards a service provider can restrain them 
from changing to another provider. Lastly, higher switching cost will make customer less likely to switch 
to other providers. 
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